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Virtualize, 

the  plug-and-play  way. 

With  numerous  hardware,  software  and  networking  options 
to  choose  from,  virtualization  can  be  a  really  complex  process. 
The  new  IBM  BladeCenter®  Foundation  for  Cloud  with  Intel® 
Xeon®  processors  changes  all  that,  dramatically. 

It’s  a  workload-ready  platform  with  built-in  management, 
so  it’s  quick  to  deploy  and  easy  to  manage.  Also,  the  system 
integrates  seamlessly  with  your  existing  infrastructure.  So  you 
can  get  started  at  once,  without  wasting  precious  resources. 

In  addition,  you  have  the  option  to  transition  to  the  cloud  on 
your  terms,  not  on  your  vendor’s.  For  improved  business  agility 
and  reduced  IT  costs,  look  to  the  IBM  BladeCenter  Foundation 
for  Cloud. 


Take  10  minutes  to  see  for  yourself. 

See  how  the  IBM  BladeCenter  Foundation  for  Cloud  makes  things 
easy  for  you.  Visit  ibm.com/systems/foundation 


IBM,  the  IBM  logo,  ibm.com  and  BladeCenter  are  trademarks  of  International  Business  Machines  Corp,  registered  in  many  jurisdictions  worldwide. 
Other  product  and  service  names  might  be  trademarks  of  IBM  or  other  companies.  A  current  list  of  IBM  trademarks  Is  available  on  the  Web  at 
wwwjbm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  of  Intel  Corporation  in  the  U.S.  and  other  countries. 
©  International  Business  Machines  Corporation  2011.  All  rights  reserved. 
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Introducing  NTT  DATA  Americas. 

Your  Innovation  Partner. 


Seven  companies  integrated  as  one  NTT  DATA  Americas  team. 

AgileNet  |  Intelligroup  |  Keane  |  MISI  Company  |  NTT  DATA  international  |  The  Revere  Group  |  Vertex  Software 

Every  day  around  the  world  NTT  DATA  helps  companies  of  all  sizes  to  flex 
their  businesses,  enabling  them  to  capitalize  on  opportunities  and  manage 
risk  faster  and  more  efficiently.  We  have  the  technology  know-how,  industry 
insight,  and  global  reach  you  need  to  navigate  changing  conditions. 

We  deliver  impactful  results.  Not  endless  timelines,  overblown  budgets, 
or  unattainable  promises. 


Consulting 
Application  Services 
Infrastructure  Services 
Cloud  Services 

Business  Process  Outsourcing 
Strategic  Staffing 


NTT  DaTa 

Global  IT  Innovator 


Learn  more,  www.nttdata.com/americas 
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Unlikely  Allies 


cover  story  CIOs  and  CMOs 
must  overcome  their  differences 
and  learn  to  collaborate. 

Here  are  6  tips  for  forging  a 
partnership  with  marketing. 
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At  Digi-Key,  CMO  Tony  Harris  (left)  and  CIO  John  Collins 
tell  their  teams  that  they're  jointly  responsible  for  the 
customer  experience. 
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On  Second  Thought 


GIO-GMO  Reboot 

If  you  had  to  pick  the  department  at  your  company  that’s  most  likely  to  be 
engaging  in  a  little  rogue  IT,  which  one  would  you  suspect?  I’ll  bet  most  of 
you  just  muttered  “marketing,”  possibly  with  an  expletive  modifier. 

Armed  with  their  corporate  credit  cards  and  pressured  by  whacked-out 
deadlines,  those  creative  right-brainers  are  a  favorite  target  for  the  endless 
array  of  cloud  vendors  eager  to  replace  your  IT  department. 

“Marketing  sees  IT  as  the  land  of  slow  and  no.  And  IT  sees  marketing  as 
unguided  missiles,”  says  Frank  Cutitta,  CEO  of  the  Center  for  Global  Brand¬ 
ing  and  a  research  associate  for  the  CSC  Leading  Edge  Forum,  an  IT  think 
tank.  He  recently  spent  six  months  interviewing  pairs  of  CIOs  and  CMOs 
about  their  working  relationships  and  found  that  only  40  percent  were 
moving  in  a  positive  direction.  The  majority  were  either  stuck  in  a  holding 
pattern  or  actively  deteriorating.  That’s  a  bit  discouraging  in  an  era  of  busi¬ 
ness  change  that  revolves  around  mobile,  social,  cloud  and  consumerized  IT. 

But  as  you’ll  read  in  our  cover  story  (“Unlikely  Allies,”  Page  28),  there 
are  a  number  of  relatively  painless,  practical  steps  CIOs  can  take  to  build 
a  bridge  over  that  historic  divide  between  IT  and  marketing.  Some  of  the 
tactics  will  be  old  familiar  friends,  like  sharpening  your  mutual  customer 
focus  or  creating  cross-functional  teams.  But  others  are  more  counterintui¬ 
tive,  like  deliberately  ceding  IT  control  to  the  marketing  team  or  taking  part 
in  interviews  of  the  candidates  seeking  jobs  in  each  other’s  departments. 

One  CIO  practitioner  of  this  more  enlightened  attitude  toward  CMOs 
is  John  Murray  at  Genworth  Financial  Wealth  Management.  He  and  his 
CMO,  Myra  Rothfeld,  have  worked  out  an  ideal  balance  of  communication, 
risk  management  and  speed-to-market  collaboration.  “I  have  empathy  for 
what  drives  her  business,”  Murray  says.  “And  she  has  empathy  that  if  we 
get  hacked,  no  one  is  going  to  call  the  CMO.” 

What  I  especially  liked  in  our  story  was  the  checklist  of  items  we  ran 
online  that  reveals  how  well  your  own  CIO-CMO  relationship  is  working 
(see  www.cio.com/article/70677S).  Are  you  funding  projects  jointly?  Are  you 
managing  vendors  together  to  cut  better  deals?  Are  you  producing  more 
tech- intensive  products  together?  Are  you  marketing  well  across  multiple 
channels? 

Whatever  the  state  of  your  current  CIO-CMO  partnership,  this  could 
be  the  perfect  time  to  reboot  that  relationship. 


QO.com  columnist  Bernard  Golden  thinks 
that  given  the  complexity  of  today's 
applications,  it's  folly  to  suggest  that  the 

future  role  of  the  CIO  is  less  technical 
and  more  businesslike,  If  anything,  the 
situation  is  reversed-the  business  side 
should  embrace  technology. 

www.cio.com/article/706650 

Trending  Tech 

Contributing  Writer  Jeff  Vance  attended 
Interop  2012  last  month  and  brought 
back  a  handful  of  important  takeaways 
for  CIOs,  Vance  says  interoperability  is 
making  a  comeback  with  the  emergence 
of  new  computing  models,  such  as  cloud. 

He  highlights  vendors  that  are  making 
security  part  of  the  fabric  of  the  tech¬ 
nology  itself,  instead  of  incorporating  it 
only  at  the  network  level,  Vance's  other 
findings  include  that  the  cloud  is  becom¬ 
ing  a  commodity  and  that  DNS  vulner¬ 
abilities  can  no  longer  be  ignored, 
www.cio, com/article/706342 

Tweeting  Tech  Support 

Ever  wondered  if  your  company  can  provide 
customer  service  and  tech  support 

using  Twitter?  Contributing  Writer  Vangie 
Beal  talked  with  Dell  about  how  that 
company  gets  more  than  25,000  com¬ 
ments  a  day  on  social  websites,  Dell  has 
a  team  called  Social  Outreach  Services 
that  includes  people  dedicated  to  training, 
governance  and  social  platform  testing, 
along  with  people  who  provide  customer 
help  and  tech  support  via  social  sites,  Social 
Outreach  Services  provides  assistance  for 
2,000-3,000  customers  per  week 
and  resolves  nearly  98  percent  of  the 
problems  it  tackles  over  social  media, 
www.cio.  com/article/706510 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfiohnson@cio.com 


Compiled  by  Editorial  Assistant  Lauren 
Brousell,  Have  a  comment  about  a  story  in 
this  issue?  Go  to  www.cio. com/issue/ 
20120615  or  write  to  letters@cio.com. 
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Century  Link  is  committed  to  help  with  premier  business  IT  services. 

With  CenturyLink,  you  get  a  global  partner  with  a  fast  service  delivery  platform  that  speeds  up  cycle  times 
for  ordering,  provisioning  and  contracts.  And  with  our  reliable  and  secure  data  transport  system,  you  can 
enjoy  the  peace  of  mind  that  comes  with  knowing  your  data  and  transactions  are  safe.  Reassuring,  isn't  it? 


Data  Voice  Managed  Services  Cloud 


^  CenturyLink 


centurylink.com/business 


Your  link  to  what's  next1 
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IT  Takes  a  lfillage 

The  CIO  Executive  Council,  a  peer  advisory  group  founded  by  CIO’ s 
publisher,  runs  an  initiative  called  Youth  in  IT,  which  has  done  a  lot  of 
work  with  CIOs  that  focuses  on  encouraging  kids  from  the  elementary 
through  grad  school  levels  to  consider  technology  careers.  Perhaps  you  have 
attended  one  of  the  group’s  sessions  at  events  across  the  country. 

The  passage  of  a  bill  authorizing  a  natural  gas  pipeline  gets  lots  of  press 
in  our  country,  but  the  building  of  a  national  pipeline  of  young  Americans 
interested  in  technology  goes  largely  unnoticed.  McKinsey  Quarterly  recently 
reported  that  if  American  students  continue  performing  poorly  on  interna¬ 
tional  math  and  science  assessment  tests,  our  country  risks  sliding  into  a 
“permanent  national  recession.”  And  in  March,  the  well-respected  Council 
on  Foreign  Relations  warned  that  this  educational  deficit  even  threatens 
America’s  national  security.  Why?  Because  critical  Washington  agencies 
are  frankly  worried  about  the  number  and  quality  of  young  Americans 
coming  through  our  educational  pipeline. 

And  it  is  all  so  silly!  Too  many  young  Americans  and  their  parents 
believe  that  developing  a  generation  of  kids  with  strong  math  and  science 
skills  is  not  important  to  the  future.  They  often  labor  under  the  misap¬ 
prehension  that  all  tech  jobs  are  going  to  Asia,  even  though  the  Bureau  of 
Labor  Statistics  reports  that  the  polar  opposite  is  true:  It  forecasts  strong, 
double-digit  job  growth  in  tech  through  the  rest  of  this  decade. 

Possibly  the  most  important  initiative  taken  by  the  Youth  in  IT  program 
is  to  try  to  change  young  Americans’  perception  of  what  IT  jobs  look  like. 
Why  is  this  so  critical?  When  the  Stevens  Institute  of  Technology  surveyed 
middle-  and  high-school  guidance  counselors  in  2008,  it  found  that  the 
overwhelming  majority  of  those  whose  job  it  is  to  advise  kids  on  careers 
have  no  clue  what  an  IT  worker  is.  If  they  don’t  know,  how  can  we  expect 
their  students  to? 

And  that’s  where  you  come  in.  I  want  to  marshal  a  small  army  of  CIO 
readers  to  call  a  guidance  counselor  in  their  community  and  ask  for  a  meet¬ 
ing.  At  that  meeting,  offer  to  mentor  the  counselor  on  tech  jobs.  Then  offer 
to  come  by  after  school  to  talk  with  students  who  might  be  considering  jobs 
that  require  strong  math  and  science  skills. 

All  IT  executives  have  a  responsibility  to  build  our  next  generation  of 
leaders.  Let’s  get  to  work  doing  it  together. 


Gary  Beach,  Publisher  Emeritus 

gbeach@cio.com 
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3DEXPERIENCE 


IF 


think  a  little  deeper,  could 
\ ocean  currents  be  the  key 
to  sustainable  energy? 

Tidal  kites  -  a  dream  our  software  could  bring  to  life. 


Every  day,  the  moon's  gravitational  pull 
creates  ocean  currents  all  over  the  world  - 
and  currents  mean  energy.  Tidal  kites, 
created  by  companies  like  Minesto,  are 
graceful  undersea  power-generating  turbines 
which  could  soon  be  making  a  significant, 
environmentally  friendly  contribution  to 
the  world's  electricity  supply. 

The  3DExperience  software  platform  from 
Dassault  Systemes  is  at  the  heart  of  turning 
such  new  innovations  into  reality.  Energy, 
process  and  utilities  organizations  throughout 
the  world  use  3DExperiences  to  simulate, 
understand,  optimize  and  manage  every 
aspect  of  their  operations  from  investment 
to  commissioning  and  from  maintenance  to 
safety.  It  will  be3DExperiences  that  help  the 
tide  turn  for  sustainable  energy. 

Our  software  applications  for  the 
3DExperience  platform: 

CflTIfi  /SOLIDWORKS  /  SIMULIA  /  DELMIFI  /  ENOVIA 
GEOVIfl  /  EXRLEAD  /  NETVIBES  /  3DSWHM  /  3DVIR 
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jt  takes  a  spatial  kind  of  compass  to  explore  the 
world's  future  possibilities.  Innovative  companies 
use  our  |DExperience  software  platform  to 
understandthe  present  and  navigate  the  future. 

Find  out moreS&COM/ENERGM 

Our  customer:  ^Minesto 
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IF  WE  ask  the  right  questions 
we  can  change  the  world. 
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Fresh  Ideas  from 
Around  the  Globe 
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Globalization  Is  Keeping  Indian  CIOs  on  the  Road 

india  Tata  Technologies  CIO  V  Balaji  belongs  to  a  group  whose  ranks  are 
swelling:  Indian  IT  leaders  with  increasingly  global  responsibilities. 

Indian  companies  are  rapidly  expanding  into  new  territories  and  collaborating 
with  foreign  executives.  CIOs  are  often  involved  and  pulled  outside  their 
comfort  zone.  "The  role  is  extremely  demanding  and  every  day  is  tough,"  says 
Balaji,  who  spent  nearly  five  months  away  from  home  last  year  shuttling 
between  North  America,  Europe  and  Asia  Pacific.  "There  is  a  significant  amount 
of  stress  when  you're  working  across  multiple  time  zones,  traveling  across 
multiple  territories,  and  it  takes  a  heavy  reliance  on  communication." 

Balaji  believes  that  cultural  differences  are  a  positive,  and  says  the  global 
team  has  been  "able  to  exchange  and  leverage  ideas  off  each  other  for  our 
respective  territories."  www.cio.in 


wm 


Financial  Services  Co.  Improves  Data  Quality 
BULGARIA  Gaining  insight  into  data  quality  and  building  a 
comprehensive  system  for  managing  that  data  was  a  key  project 
for  financial  services  company  Generali  Bulgaria.  Studies  show 
that  poor-quality  data  can  cause  low  customer  satisfaction,  ser¬ 
vice  and  billing  issues,  and  lackluster  marketing  campaigns,  all 
of  which  can  hurt  profits.  The  project,  for  which  the  company 
partnered  with  Adastra,  targeted  the  group's  insurance  company, 
where  data  was  "most  important,"  according  to  Ivaylo  Yosifov, 
Generali  Bulgaria's  CEO,  Yosifov  is  pleased  with  the  results:  The 
company  now  knows  more  about  missing  and  available  data.  "We 
have  a  list  of  data  that  need  upgrading  and  cleaning.  We  know 
who  is  introducing  faulty  data,  and  how,"  he  says,  http://cio.bg 


Military  CIO  Seeks  Private 
App  Store  for  Armed  Forces 

AUSTRALIA  Defense  Force  CIO  Greg 
Farr  hopes  to  develop  an  app  store  to  speed 
app  delivery  and  capabilities  to  the  armed 
forces.  Smartphones  and  apps  from  places 
like  Apple's  App  Store  are  already  in  heavy 
use  in  the  field.  "I  think  we  need  to  have 
that  in-house,"  he  says.  Fie  points  to  the  U.S. 
military's  use  of  a  ballistics  calculator  app. 
"You  can  buy  it  from  the  App  Store  and  use  it 
immediately,"  he  says.  "That  is  the  environ¬ 
ment  people  expect."  www.cio.com.au 
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CIO  Improves  Business  Efficiency  While  Challenging  Old  IT  Dogma 

NETHERLANDS  Sligro  Food  Group  CIO  Maurice  van  Veghel  is  tackling  two  key  areas  for  the  company:  improving  sup¬ 
ply  chain  efficiency,  and  exploring  new  business  opportunities  online,  The  $32  billion  business  was  founded  as  a  whole¬ 
saler  but  is  also  involved  in  retail.  Fle's  proposing  a  business  that  is  entirely  online,  with  smartphone-based  ordering,  using 
a  system  that  is  intelligent  enough  to  suggest  purchases  to  customer.  While  CIOs  still  need  to  ensure  that  the  fundamental 
utilities  of  IT  are  working,  a  process  van  Veghel  likens  to  keeping  the  heat  on,  he  urges  CIOs  to  challenge  dogma  and  look  at 
new  ways  of  doing  business.  "Some  IT  people  do  not  like  that  and  go  back  in  their  cage  and  tinker  with  the  heating,  That  is 
fine,  but  it  is  clear  that  you  do  not  need  to  be  CIO,"  he  says,  http://cio.nl 


-Compiled  by  IDG  News  Service  from  CIO  magazine  affiliates  worldwide 
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/.  T.  WORKS  BETTER  TOGETHER. 


With  HP  Converged  Infrastructure  solutions  powered  by  Intel®  Xeon®  processors,  you  can 
spend  over  70%  of  your  time  and  IT  budget  on  innovation  rather  than  maintenance.* 


HP  Converged  Infrastructure  integrates  servers,  storage,  networking,  security, 
and  management  software  into  turnkey  systems  that  accelerate  IT,  reduce 
application  provisioning  time  by  75%,  and  get  you  ready  for  the  cloud.* 


convergedinfrastructure.com 


Substantiation:  HP  white  paper,  Measuring  the  Business  Value  of  Converged  Infrastructure  in  the  Data  Center,  October  2011 
©  Copyright  2012  Hewlett-Packard  Development  Company,  L.P.  The  information  contained  herein  is  subject  to  change  without  notice. 

Intel,  the  Intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries. 
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Got  Summer  Interns? 

Three  tips  for  keeping  them  engaged, 
contributing  and  easy  to  manage 


IGet  to  know  them.  "Creating  rapport  will  open 
up  the  lines  of  communication,  make  them  feel 
more  at  ease,  which  will  make  them  more  skillful 
workers,"  says  Linkedln's  Connection  Director  Nicole 
Williams,  Start  by  taking  them  to  lunch  and  schedule 
regular  follow-up  chats  to  talk  about  goals. 


How  do  I  effectively 
communicate  with  my 
leadership-level  peers? 


2 


Make  grunt  work  meaningful.  All  intern¬ 
ships  involve  menial  tasks,  so  keep  your  interns 
focused  by  framing  their  work  in  a  larger  context. 


3  Know  when  to  say  goodbye.  The  worst 
thing  an  employer  can  do  is  keep  an  internship 
going  with  no  end-or  pay-in  sight.  "If  they 
really  have  done  a  stellar  job  but  you  just  don't  have 
the  resources  to  hire  them,  then  flat-out  let  them 
know,"  Williams  says.  -Kristin  Burnham 

For  more  tips,  see:  w\A/w.cio.com/article/706529 


ALWAYS  plan  your  communication;  never 
wing  it.  Planning  helps  you  be  purposeful  and 
increase  your  chances  of  achieving  the  results 
you  seek.  Take  five  minutes  to  plan  your  mes¬ 
sage  with  a  few  simple  steps.  First;  Determine 
your  high-level  business  outcome.  Next:  Con¬ 
sider  your  audience  and  where  they're  coming 
from.  The  more  you  know  about  someone,  the 
better  you  can  influence  them  and  move  them 
to  action.  Then:  Choose  the  right  method  to 
communicate.  I  recommend  face-to-face  or 
voice-to-voice  when  possible  because  you  get 
immediate  feedback.  Finally:  Know  what  you'll 
do  if  your  time  is  cut  short.  If  you  have  half  an 
hour  for  your  meeting,  be  ready  to  present  in 
15  or  even  5  minutes. 


book  The  Finch  Effect: 

The  Five  Strategies  to  Adapt 
and  Thrive  in  Your  Working  Life 

By  Nacie  Carson 

Carson  connects  Darwin’s  theory  of  survival  of 
the  fittest  to  today’s  workers.  Don’t  wait  on  the 
economy,  she  says;  create  your  own  career  ladder. 
But  to  really  thrive,  finding  balance  and  nurtur¬ 
ing  your  health  is  important,  too.  Wiley,  $25.95 


SOMETIMES  send  a  fact  sheet  in  advance  of 
an  important  conversation,  especially  when 
detailed  information  is  critical  to  making  an 
informed  decision.  This  is  especially  important 
for  CEOs  who  make  decisions  based  more  on 
facts  than  feelings.  Also,  there  are  times  when 
an  outside  perspective  is  valuable  to  build 
your  case.  Often  a  consultant  can  deliver  a 
tough  message  more  easily. 

NEVER  make  things  up.  The  higher  you  get 
in  an  organization,  the  more  you  need  truth 
tellers  around  you,  and  the  fewer  there  are. 
There's  great  power  and  credibility  in  honesty. 
And  never  delay,  holding  out  for  absolutely  all 
the  information-especially  when  delivering 
bad  news.  By  then  it  will  be  too  late.  Someone 
is  going  to  fill  the  communication  vacuum  with 
their  messaging  instead  of  yours,  and  you'll  be 
on  the  defensive. 


David  Grossman  is  CEO  of  The  Grossman  Group, 
a  strategic  leadership  development  and  internal 
communication  consultancy. 
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IT  leaders  expect  mobile  devices  and  applications  to  play  a  key 
role  in  their  ability  to  achieve  and  maintain  a  competitive  edge. 


In  a  hotly  competitive  economy,  mobility  is  a  key  strat¬ 
egy  in  organizations'  pursuit  of  increased  efficiency, 
greater  cost  savings,  and  improved  responsiveness  to 
customer  demand. 

According  to  a  recent  survey  conducted  by  IDG  Re¬ 
search  Services,  IT  leaders  need  to  develop  strategies 
to  secure  and  manage  mobile  devices  and  applications. 
The  survey  uncovered  a  number  of  key  factors  to  con¬ 
sider  when  formulating  a  mobile  strategy: 

■  Mobile  apps  are  becoming  an  integral  component  of 
enterprise  IT:  Regardless  of  size  or  industry,  all  respon¬ 
dents  reported  they  currently  use  at  least  one  mobile 
app  or  plan  to  do  so  in  the  foreseeable  future. 


■  The  perception  of  security  risk  is  greater  than 
the  reality:  Businesses  needlessly  avoid  mobile 
solutions  due  to  concerns  that  are  already  resolved. 

■  Commercial  mobile  apps  aren't  enough: 

Companies  want  custom  mobile-enterprise  apps 
to  meet  specific  business  needs  and  are  willing  to 
invest  accordingly. 

■  Mobile  developers  are  in  high  demand:  Organizations 
hope  to  avoid  hiring  and  training  costs  by  turning 

to  mobility  vendors  for  expertise  and  thought  leader¬ 
ship,  including  technical  support,  training,  and  best 
practices. 


■  Mobility  is  delivering  on  its  promise:  Where  compa¬ 
nies  deploy  mobile  apps,  the  benefits  align  extremely 
well  with  expectations,  particularly  in  boosting  em¬ 
ployee  productivity. 


To  read  more  about  the  exclusive  IDG  Research  study  and 
learn  how  to  empower  your  IT  organization  to  develop 
custom  apps,  download  this  white  paper  at, 

www.cio.com/whitepapers/motorola. 


-« 


Is  your  organization  developing  or  planning  to  develop  any  custom  mobile 
enterprise  applications  (as  opposed  to  deploying  "out-of-the-box" 
applications)  in  the  next  12  months? 


Planning  to  develop  custom 
enterprise  applications 


Develop  in-house  vs. 
third-party  development 


12% 

Don't  know 


52% 


29% 


NO 


48% 

Developed 

in-house 


Source:  IDG  Research,  March  2012 
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ILLUSTRATION  BY  CELIA  JOHNSON 


with  open-source  analytics  by  michael  ybarra 

Mike  Brown,  the  CTO  at  ComScore,  knows  a  bit  about  managing  big  data.  Every  day  12  terabytes 
of  information  rushes  into  his  cluster  of  80  servers  running  the  open-source  software  Hadoop, 
which  sorts  and  analyzes  the  data  for  a  host  of  clients  who  want  to  know  things  like  which  online 
vendor  sold  the  most  e-cards  or  how  fast  Facebook  is  growing  in  Brazil.  “We  ingest  32  billion  new 
rows  of  a  data  a  day,”  he  says. 

The  torrent  of  data  is  swelling  fast  enough  that  Brown  plans  to  be  running  200  servers  by  the 
end  of  the  year— and  without  the  right  data-integration  software,  he  thinks  that  number  could 
double.  Brown  has  been  wading  through  an  ocean  of  information  ever  since  he  joined  ComScore 
as  its  first  software  engineer  in  1999,  shortly  after  the  startup  landed  its  original  venture  financing. 
Today  the  Internet  market  research  firm  reports  $232  million  in  revenue  a  year.  “Our  growth  is 
pretty  darn  linear  and  should  continue,”  Brown  says. 

ComScore  started  off  on  a  homegrown  grid  processing  stack  and  in  2000  added  Sync-  ►  ► 


. 20%  Adults  who  admit  that  they've  shared  false  information  online.  Intel . 25%  Consumers  interested 

in  mobile  wallets,  catapult . 30%  Shanghai  consumers  who  use  a  PC  and  a  mobile  device  while  watching  TV.  Nielsen 


innovation  and  business  value 


Hadoop  Advantage 


Market  researcher  ComScore  tames  a  torrent  of  data 
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sort’s  data  integration  software,  the  current 
version  of  which  is  DMExpress.  “We  were 
up  and  running  in  weeks,”  Brown  says.  “It 
literally  made  our  software  run  5-10  times 
faster.  You’re  not  just  adding  storage,  but 
you’re  adding  compute  as  well.” 

In  2009,  ComScore  began  migrating  to 
Hadoop,  becoming  an  early  adopter  of  the 
technology,  which  has  recently  begun  gain¬ 
ing  traction  in  the  enterprise  market. 

“We  decided  it  was  better  to  leverage  the 
community  than  invest  in  building  our  own,” 

Brown  says.  “In  general,  Hadoop  is  harder 
to  bring  into  an  enterprise  when  you  have 
mixed  operating  systems.  DMExpress,  with 
their  connector,  is  helping  to  solve  this  issue.” 

That’s  a  typical  experience, 
notes  James  Kobielus,  in  a  recent 
report  for  Forrester  Research, 
where  he  was  an  analyst.  Hadoop, 
he  wrote,  “lacks  some  critical 
enterprise  data  warehouse  fea¬ 
tures,  such  as  real-time  integration 
and  robust  high  availability.  The 
Hadoop  market  includes  many 
vendors  that  have  focused  on  these 
and  other  deficiencies  in  the  core 
Hadoop  stack.  Vendors  have,  of 
necessity,  either  built  proprietary  extensions  to  address  these 
requirements  or  have  leveraged  various  NoSQL  tools  and  open 
source  code  to  provide  the  requisite  functionality.” 

In  ComScore’s  case,  Brown  found  that  Syncsort’s  software 
made  the  Hadoop  migration  a  piece  of  cake.  “You  don’t  have 
to  change  any  code,  except  the  push  code,”  he  says.  “We  use 
DMExpress  in  [more  than]  30  different  apps.  It’s  our  tool  for 
any  situation  [where]  we  have  to  adjust  the  data.” 

“We  can  store  twice  as  much  data  on  the  cluster,”  he  contin¬ 
ues,  “and  we  also  use  it  to  improve  performance.  One  big  prob¬ 
lem  it  solved  was  the  ability  to  chunk  and  split  the  large  files  we 
have  into  files  that  fit  perfectly  into  the  chunks  on  Hadoop.  This 
enables  us  to  have  a  higher  rate  of  parallelism  on  compressed 
files  while  reducing  our  costs  for  disk  on  the  cluster.” 

That,  Brown  says,  translates  into  saving  75  terabytes  of  data 
storage  a  month.  That,  too,  is  big  data. 


Think  that  bring-your-own-device  (BYOD)  programs  are 
mainstream  in  corporate  America?  Today  only  one-third 
of  organizations  are  BYOD-f  riendly. 


Do  you  allow 
employees  access 
to  your  corporate 
networks  via 
personal  laptops, 
smartphones 
or  tablets? 
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SOURCE:  ROBERT  HALF  TECHNOLOGY  SURVEY  OF  1,400  CIOS,  HAY 2012 
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The  Beat 
Goes  On 


-Mike  Brown,  CTO, 
ComScore 
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Michael  Ybarra  is  a  freelance  writer  based  in  California. 


Issuing  commands  to  tomorrow's  handheld 
devices  could  be  as  simple  as  tapping  out 
a  few  musical  beats  on  a  touchscreen  or 
trackpad,  an  input  technique  called  rhythmic 
interaction,  according  to  researchers  at  the 
University  of  Paris-Sud. 

Tapping  in  rhythmic  patterns  wouldn't  be 
ideal  as  the  primary  interface,  but  could  be 
handy  for  shortcuts,  much  like  computer  hot¬ 
key  combinations,  says  Emilien  Ghomi,  who 
summarized  the  French  researchers'  work  at 
the  Association  for  Computing  Machinery's 
human  factors  conference  in  May. 

While  on  a  smartphone,  a  user  could  tap 
out  a  command  on  the  back  of  the  handset 
while  continuing  to  talk.  A  few  taps  on  a 
music  player  could  trigger  commands  that 
would  otherwise  require  tedious  digging 
through  layers  of  menus,  Ghomi  says. 

He  says  users  could  probably  memorize 
about  eight  different  rhythmic  patterns, 
called  motifs,  as  shortcut  commands. 

Building  in  the  capability  to  recognize 
taps  would  be  a  trivial  task  for  any  maker  of 
mobile  operating  systems,  and  a  program  to 
intercept  taps  would  take  up  minimal  device 
memory,  Ghomi  says. 

-Joab Jackson 
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*  * e  • a  74%  Americans  who  say  it's  very  important  for  presidential  candidates  to  address  cybersecurity  issues.  Unisys 
security  inde* « •  •  • » 46%  People  who  downloaded  a  retailer's  app  and  say  it  caused  them  to  visit  the  store  more,  abi  Research 
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BOEING 

Manipulating  Data  With  Gestures 

BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Implement  a  spatial  operating  system 
featuring  gestural  input  and  high-definition  graphical 
output  to  analyze  large  data  sets  in  real  time  and  enable 
global  collaboration  at  Boeing. 

THE  BUSINESS  CASE  ::  Boeing’s  defense  business  wanted 
to  record  and  play  back  its  simulated  aircraft  battles  so  it 
could  review  with  customers  what  each  participant  and 
weapons  system  was  doing  at  any  point  in  time— “like  a 
giant  DVR,”  says  Mike  Kurth,  managing  director  and  chair¬ 
man  of  Boeing  Defence  UK.  Moreover,  it  had  to  “deal  with 
terabytes  of  data  a  minute,  comprised  of  multiple  data  types 
served  up  by  multiple  generations  of  IT  infrastructure.” 

Company  leaders  saw  a  real-world  solution  in  the 
seemingly  sci-fi  system  featured  in  Minority  Report.  “Any¬ 
one  who  saw  the  movie  had  to  be  impressed  by  the  Tom 
Cruise  character’s  ability  to  parse  through  a  visual  wall 
of  data  on  a  big  screen  by  simply  pointing  and  gesturing,” 
Kurth  says.  “And  it  was  real.”  Oblong  Industries,  whose 
co-founder  developed  the  fictional  interface,  was  recruit¬ 
ing  inaugural  customers  to  develop  corporate  applications 
for  what  it  calls  the  g-speak  platform:  an  operating  system 
not  only  capable  of  taking  in  gestural  input  and  producing 
multi-display  output,  but  also  of  providing  data  visual¬ 
ization,  analytics  and  integration  for  multiple  computers, 
screens  and  applications.  “We  were  attracted  by  the  gloves 
and  gestures,”  says  Kurth,  “but  we  stayed  for  the  plumbing.” 

FIRST  STEPS  ::  The  first  g-speak  application— the  digital 
event  recorder— was  developed  at  Boeing’s  Virtual  Warfare 
Center  beginning  in  late  2009.  “We  were  able  to  analyze 
any  event  in  space  and  time  across  the  entire  simulation, 
rather  than  being  forced  to  do  a  laborious  event  correlation 


element-by-element  across  multiple  independent  systems,” 
Kurth  says.  “It  saves  months  of  time.” 

In  late  2010,  Boeing  began  piloting  Oblong’s  Mezzanine 
collaboration  tool  (built  on  g-speak)  for  global  customer 
projects.  The  system  features  three  high-def  displays  that 
serve  as  a  shared  workspace.  Multiple  participants  can 
manipulate  elements  on  the  screens  via  spatial  wands,  a 
browser-based  client  or  their  mobile  devices. 

“A  critical  element  missing  in  every  collaborative  envi¬ 
ronment  we’d  seen  was  the  ability  to  virtually  reach  in  and 
interact  with  your  collaborator’s  environment,”  says  Per 
Noren,  vice  president  of  information  services  at  Boeing 
Commercial  Aviation  Services,  who  has  introduced  Mez¬ 
zanine  in  the  United  States,  the  UK,  and  India.  “We  call  that 
‘messing  with  your  buddy’s  stuff.’” 

WHAT  TO  WATCH  OUT  FOR  ::  Developing  tools  on  top 
of  Oblong's  application  programming  interface,  which 
was  still  in  heavy  development,  was  tricky,  Kurth  says. 

But  the  real  challenge  was  getting  comfortable  with 
manipulating  data  in  ways  dramatically  different  than 
the  IT  organization  had  before.  "We  faced  many  chal¬ 
lenges  selling  our  ideas  and  documenting  success,"  says 
Kurth.  Boeing  worked  with  Oblong  to  document  perfor¬ 
mance  metrics  and  improve  its  software  development  kit. 

Boeing  wasn't  just  adopting  g-speak;  it  was  helping 
develop  it.  "Joint  invention  between  engineers  is  easy," 
says  Noren.  "Joint  ownership  of  intellectual  property 
between  companies  is  hard."  So  the  companies  created 
contractual  and  operational  frameworks  to  protect  each 
company's  IP  and  keep  the  project  mutually  beneficial. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts, 
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*  *  * * . 56%  Opera  users  who  only  access  the  browser  from  their  mobile  devices,  opera . 37%  Mobile 

device  users  who  say  that  their  biggest  problem  with  their  devices  is  a  slow  Internet  connection.  Prosper  Mobile  insights 
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WE  DIDN’T  REFINE  THE  SERVER. 

WE  REDEFINED  IT. 

When  we  decided  to  enter  the  server  market,  we  did  it  in  the  only  way 
we  knew  how:  by  completely  transforming  it.  Which  is  why  we  designed 
our  servers  as  part  of  a  system  unified  from  the  ground  up,  with  no  silos 
or  complexity-leading  to  better  efficiency  and  productivity.  We  call  it  the 
Cisco  Unified  Computing  System1?  and  it’s  engineered  to  deliver  far  greater 
simplicity,  automation,  speed  and  scale.  Benefits  that  have  led  to  a  lot  of 
happy  customers  (11,000  to  date),  and  some  pretty  impressive  statistics 
as  well:  an  80%  increase  in  administrator  productivity,  90%  reduction  in 
deployment  times,  40%  improvement  in  application  performance  and 
30%  lower  infrastructure  costs.  Cisco  UCS.  Engineered  for  productivity. 

Ready  for  whatever  the  future  dishes  out.  And  built  by  the  only  company 
in  the  world  that  could.  Learn  more  at  cisco.com/servers. 


Cisco  UCS  is  powered  by  the  Intel®  Xeon®  processor. 


©2012  Cisco  Systems,  Inc.  All  rights  reserved.  Ail  third-party  products  belong  to  the  companies 
that  own  them.  Intel,  the  Intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks 
of  Intel  Corporation  in  the  U.S.  and/or  other  countries. 
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►  BUSINESS  STRATEGIST 


How  to  Get  Strategic 

Joining  the  inner  circle  requires  a  clear  vision,  great  communication 
skills  and  a  reputation  for  managing  change  by  jack  bergstrand 


Strategy  is  more  than  just  an  important  part 
of  a  CIO’s  job,  it  can  also  be  the  most  fun  part. 
Yet  some  very  talented  CIOs  get  boxed  out  of  the 
inner  circle,  overlooked  because  they  aren’t  seen 
as  strategic  enough.  There  are  three  essential 
ingredients  to  succeeding  as  a  strategic  CIO:  Your  vision, 
your  ability  to  communicate  that  vision, 
and  your  reputation  as  a  change  agent. 

Start  with  a  winning  strategic  vision— 
which  doesn’t  mean  coming  up  with  crazy 
ideas.  The  vision  should  focus  on  your 
company’s  business  model,  including  what 
needs  to  stay  the  same  and  what  should 
change.  Capitalize  on  your  individual 
assets,  especially  your  employees,  your 
customer  relationships  and  your  operating 
capabilities.  Ultimately,  the  vision  comes 
down  to  execution,  which  is  one  reason 
CIOs  are  in  a  good  position  to  create  a  successful  strategy. 

A  clear  vision  can  also  help  your  company  manage  its 
portfolio  of  projects  by  helping  executives  make  better  deci¬ 
sions  when  multiple  projects  are  competing  for  resources. 
The  litmus  test  for  a  successful  strategic  vision  is  when 
key  stakeholders  can  say  “no”  to  good  ideas  because  they 
are  off- strategy. 

Of  course,  one  of  the  best  ways  to  ensure  the  success  of 
your  strategic  vision  is,  in  the  words  of  management  legend 
Peter  Drucker,  “to  invent  your  own  future.”  To  do  this  suc¬ 
cessfully  requires  the  second  ingredient:  effective— that  is, 
clear,  consistent  and  constant— communication. 

Many  IT  professionals  don’t  put  sufficient  time  and 
effort  into  their  communication,  which  leads  to  a  lot  of 
redoing  work  and  undermines  their  reputations.  People 
in  IT  too  often  spew  out  a  sea  of  acronyms  and  don’t  con¬ 
nect  on  the  human  and  emotional  levels.  Learning  how  to 
clearly  communicate  the  company’s  vision  and  strategy  is 
one  of  the  best  investments  an  executive  can  make. 

Communication  requires  hard  work.  And  less  is  more 
when  it  comes  to  length.  I’m  often  stunned  by  the  needle- 


in-a-haystack-style  communications  that  come  from  IT 
departments,  where  readers  and  listeners  have  to  hunt  for 
the  main  idea.  Make  your  point,  make  it  connect,  and  make 
it  over  and  over  again. 

This  leads  to  the  third  and  most  important  ingredient 
for  strategic  CIOs:  effective  change  management.  Your  abil¬ 
ity  to  be  a  change  agent  will  define  your  suc¬ 
cess  and  your  reputation.  I  often  encounter 
organizations  that  are  struggling  with 
change  management.  The  biggest  hurdles 
are  usually  differing  visions  of  success  and 
over-engineered  governance  structures. 
These  problems  trigger  finger-pointing, 
undermine  decision-making,  and  cause  a 
slew  of  project-management  problems. 

With  change  management,  as  with  com¬ 
munication,  less  is  more.  I  remember  when 
I  was  brought  in  to  restructure  Coca-Cola’s 
global  SAP  implementation.  Because  of  the  size  of  the 
project,  the  governance  structure— developed  by  a  highly 
respected  consulting  firm— included  more  than  100  peo¬ 
ple.  We  cut  the  governance  structure  to  three  people— yes, 
three— and  the  situation  turned  around  quickly. 

If  you  involve  too  many  people,  your  initiative  will  be 
d  estined  to  have  many  interesting  points  of  view  and  pre¬ 
cious  few  conclusions.  By  enforcing  a  clear  vision,  consis¬ 
tent  communications,  and  a  simple  change-management 
structure,  employees  will  self-organize  much  more  pro¬ 
ductively-moving  ahead  independently  when  it  makes 
sense,  working  together  when  that’s  what  is  needed,  and 
staying  on  the  sidelines  if  their  expertise  is  not  required. 

Strategic  value  ultimately  comes  from  better  serving 
your  customers,  increasing  your  sustainable  growth  rate, 
and  generating  more  profit  from  products  and  services. 
CIOs  should  play  a  strategic  role  in  making  that  happen. 


Jack  Bergstrand  is  founder  and  CEO  of  the  consultancy  Brand 
Velocity  and  author  of  Reinvent  Your  Enterprise.  He  is  a  former 
□0  and  CFO  at  Coca-Cola, 
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Chevron  Drills  for 
Competitive  Advantage 

The  company's  CIO  describes  a  three-year  IT  transformation  process 
and  says  it's  time  to  declare  victory  by  john  gallant 


Louie  Ehrlich,  CIO  of  Chevron  and  president  of  Chevron 
Information  Technology,  is  leading  the  nearly  $250  bil¬ 
lion  energy  company  through  a  major  IT  transformation 
process.  The  overriding  goal  is  to  use  IT  to  create  competi¬ 
tive  differentiation  for  the  business— in  an  industry  where 
Chevron’s  rivals  are  all  trying  to  do  the  same  thing.  In  these 
edited  excerpts  from  an  interview,  Ehrlich  describes  the 
goals  of  the  transformation  effort  and  what  comes  next. 


You  can’t  operate 
under  a  banner 
of  transformation 
forever.  You’ve  got 
to  declare  victory. 


: 


Your  transformation  process 
has  three  big  elements.  One  is 
improving  business  insights. 

It’s  really  centered  on  making  sense 
out  of  trusted  information  to  glean 
insights  from  it.  In  our  world,  for 
example,  understanding  the  subsur¬ 
face  of  the  earth  is  really  important. 
It’s  not  something  you  can  see  just  by 
standing  over  it,  so  we  use  sensors 
and  seismic  technology  to  collect 
data  that  defines  what  it  looks  like, 
but  you  can’t  do  anything  with  that 
data  without  modeling,  analytics, 
visualization  and  information  tech¬ 
nology  to  make  sense  of  it. 

Another  example  is,  let’s  say, 
within  a  refinery  where  we  have  sen¬ 


sors  all  over  the  facility,  we’re  trying 
to  optimize  the  way  that  refinery 
works,  taking  all  the  data  that  comes 
from  those  sensors  and  providing 
some  sort  of  view  to  optimize  the 
refinery,  keep  it  safe,  alert  someone  to 
an  issue  before  it  becomes  an  issue, 
that  sort  of  thing. 

The  second  area  of  focus  is 
automation  and  optimizing 
processes. 

Our  work  is  a  complicated  business, 
but  it’s  also  a  dangerous  business. 
The  safest  thing  we  can  do  is  keep 
people  out  of  harm’s  way— so  the 
ability  to  automate  business  pro¬ 
cesses  to  do  that  is  where  we  focus 


some  of  our  investment.  At  one  of 
our  refineries,  for  example,  every 
second  there’s  60,000  valves  that 
are  controlled  by  information  tech¬ 
nology.  There’s  a  lot  to  do  in  terms 
of  automating  the  optimization  of  a 
plant.  You  have  to  do  that  through 
advanced  sensors,  digital  control 
systems  and  the  like. 

Finally,  there's  the  goal  of 
connecting  people,  partners 
and  businesses. 

We  have  capabilities— in  the  form  of 
our  employees— that  reside  all  over 
the  world.  We  want  to  be  able  to  get 
access  to  that  knowledge  to  help  in 
business  situations,  opportunities 
and  challenges  at  a  moment’s  notice. 
We  also  are  in  many,  many  joint  ven¬ 
tures.  The  ability  to  quickly  connect 
and  do  it  in  a  secure,  reliable  way  is 
hugely  important  to  how  we  operate. 

What's  next? 

We’re  actually  going  to  celebrate 
the  success  of  it,  and  this  will  be  the 
last  year  of  something  we  call  trans¬ 
formation.  We’re  going  to  retire  the 
brand  but  continue  the  journey. 
You  can’t  operate  under  a  banner  of 
transformation  forever.  You’ve  got  to 
declare  a  victory  at  some  point,  even 
though  the  journey  never  ends.  The 
other  thing  is  we’re  going  to  be  put¬ 
ting  even  more  emphasis  on  busi¬ 
ness-value  creation. 


John  Gallant  is  chief  content  officer  of 
IDG  Enterprise.  Read  the  full  interview  at 
www.cio.  com/article/704095. 
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From  Silos  to  Services 

Aetna  overcomes  business  hurdles  to  revamp  its 
enterprise  architecture  by  Stephanie  overby 

Why  do  so  many  enterprise  architecture  (EA)  attempts  fail  to  take  hold?  Too  many  IT  organiza¬ 
tions  forget  about  the  E  in  EA. 

For  enterprise  architecture  to  yield  transformation,  it  has  to  start  with  the  business.  “Too  many 
[enterprise  architecture  efforts]  take  a  bottom-up  or  sideways-in  approach.  It  has  to  be  driven  from 
the  top,”  says  Michael  Mathias,  vice  president  and  CIO  of  insurance  provider  Aetna.  “It’s  not  a 
technology  initiative.  It’s  a  business  commitment.” 

Mathias  knew  a  service-oriented  architecture  (SOA)  approach  could  streamline  the  159-year- 
old  company’s  operations,  improve  customer  service  and  increase  IT  agility.  It  could  also  create  a 
common  experience  for  all  customers  and  enable  information  sharing  across  all  lines  of  business. 
But  in  an  era  of  quick  wins  and  rapid  returns,  he  knew  getting  the  business  and  IT  ►  ► 
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A  cloud  should  be  more  than  datastorage.  It  should  let  you  shape  that  data  with  drag-and-drop  interoperability. 
It  should  offer  a  choice  between  managed  or  unmanaged  system  infrastructure.  It  should  work  seamlessly  with 
other  clouds.  It  should  be  massively  scalable  in  a  matter  of  minutes,  with  ultra-high  levels  of  security  every 
minute  of  every  day.  Welcome  to  the  cloud  other  clouds  look  up  to.  Welcome  to  the  Uppernet.  verizon.com/cloud 
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►  Architecture  Continued  from  Page  20 


to  persevere  through  a  long-term  project  would  be 
difficult.  So  first  he  sold  the  CEO  and  CFO  on  a  three- 
year  plan  with  significant  returns  and  increased  speed 
to  market. 

The  project  began  in  2009  as  the  new  EA  group 
developed  a  business  capability  map  that  spanned  the 
company’s  previously  siloed  business  units.  “That  drove 
us  toward  what  services  to  target  and  what  would  cut 
the  most  costs,”  Mathias  explains.  Services  that  could 
be  used  by  the  most  business  units  and  customers  were 
created  first:  for  example,  those  pertaining  to  plan  eligi¬ 
bility  or  cost  of  services,  which  would  be  accessed  by  all 
members,  providers  and  plan  sponsors. 

The  most  difficult  part  wasn’t  identifying  where  to 
start,  but  finding  IT  professionals  with  the  skills  to  get 
the  job  done.  The  EA  group  now  accounts  for  150  of 
Aetna’s  3,000-person  IT  shop,  but  it  was  difficult  to  staff. 

“We  had  to  look  for  architects  who  could  take  a 
holistic  view  of  the  enterprise.  We  needed  programmers 
skilled  in  this  new  way  of  building  and  testing  applica¬ 
tions,”  says  Mathias.  “Those  roles  are  all  difficult  to  fill.” 

Mathias  and  his  IT  leadership  team  are  searching 
beyond  veterans  in  the  field,  including  scouring  the 
retail  industry  for  expertise.  “With  the  commercializ¬ 
ing  of  IT,  h  ealthcare  is  really  more  of  an  individual  retail 
play  today,”  he  explains.  “We  need  to  understand  how  to 
work  with  the  individual.” 

Beyond  staffing,  Mathias  says  it  was  a  challenge  to 
stay  on  course,  especially  the  first  year.  “There  were 
skeptics  everywhere,”  he  says.  “It  was  a  major  shift  in 
how  we  approached  developing  applications  and  capa¬ 
bilities.  It  took  a  while  to  get  everyone  on  board.” 

Where  before  the  expectation  was  that  newly  built 
code  could  be  reused  by  one  or  two  applications,  now 
it’s  reused  by  as  many  as  eight.  “We’re  seeing  greater  and 
greater  reuse  as  we  go  through  the  application  portfolio,” 
Mathias  says. 

To  maintain  momentum,  Mathias  marketed  IT’s  quar¬ 
terly  SOA  results  to  the  rest  of  the  company.  By  the  end  of 
the  three-year  plan,  IT  had  surpassed  its  cost- avoidance 
goals,  delivering  more  than  $50  million  in  savings. 

“We  overachieved  because  we  took  a  holistic  enter¬ 
prise  approach  to  architecture.  That  gave  us  a  very 
clear  lens  on  where  the  richest  opportunities  were— the 
higher-use  areas,  the  higher-leverage  areas.” 

The  work  continued  into  a  fourth  year  and  beyond,  to 
the  point  where  it’s  now  just  business  as  usual  at  Aetna. 
“The  three-year  plan  was  the  justification  for  the  busi¬ 
ness.  That  was  Services  1.0,”  says  Mathias.  “This  is  part 
of  our  DNAnow.” 
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Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 


PRIVACY  POLICIES 


1YOU  MUST  REVISIT  POLICIES  REGULARLY.  "Crimi¬ 
nals  are  getting  enormously  sophisticated"  says  Lisa 
Sotto,  head  of  the  global  privacy  and  information  secu¬ 
rity  practice  at  Hunton  and  Williams.  "If  you  fix  your 
systems  based  on  today's  vulnerability,  you  won't  address 
tomorrow's."  Technology  and  government  regulations  are 
constantly  in  flux,  but  your  own  policies  need  to  remain  clear, 
concise  and  transparent.  Take  MySpace’s  recent  troubles 
with  the  FTC.  Inconsistencies  between  information  it  shared 
with  third  parties  and  the  rules  laid  out  in  its  privacy  policy 
left  the  company  subject  to  audits  for  the  next  20  years. 
According  to  Jay  Cline,  president  of  Minnesota  Privacy  Con¬ 
sultants,  it's  safer  and  more  cost-effective  to  blend  security 
and  compliance  policies  into  a  single,  integrated  framework. 


2CONSUMERIZATION  COULD  CREATE  RISK.  Having 
a  bring-your-own-device  policy  means  data  no  longer 
resides  solely  behind  corporate  barriers,  so  it's  "a  test 
for  how  well  CIOs  know  their  company  culture  and 
where  it  draws  the  line  between  risk  and  convenience,"  Cline 
says.  Sotto  emphasizes  the  importance  of  knowing  which 
company  documents  may  be  under  a  legal  hold-in  other 
words,  an  employee  must  not  destroy  them.  "It's  hard  to  con¬ 
trol  that  when  it's  the  employee's  own  device,"  she  says. 


3  EMPLOYEE  EDUCATION  IS  CRITICAL.  Cline 

says  training  is  the  best  way  to  mitigate  risk,  but  it 
"doesn't  move  the  needle  of  employee  comprehen¬ 
sive  behavior  until  it  becomes  meaningful  to  specific 
roles  in  the  company."  Sotto  agrees,  saying,  "It's  important  to 
tailor  your  training  to  your  organization.  Educating  consum¬ 
ers  is  a  difficult  task,  and  one  I  would  say  is  daunting." 


4 REGULATIONS  ARE  EVOLVING  IN  THE  U.S. 

President  Obama  has  backed  the  Digital  Advertising 
Alliance  process,  which  would  allow  consumers  the 
freedom  to  create  their  own  privacy  preferences.  The 
FTC  has  also  suggested  privacy  principles  for  companies  to 
adopt  that  address  consumer  choice,  policy  promotion  and 
transparency.  Sotto  suggests  consulting  a  lawyer  on  how  to 
deal  with  new  or  updated  government  policies  like  Do  Not 
Track.  "Implement  best  practices  now  so  you  don't  have  ret¬ 
rofit  your  systems  later,"  she  says. 


5  ...AND  IN  EUROPE.  Sotto  says  CIOs  need  to  keep  in 
mind  that  in  Europe,  privacy  is  a  fundamental  right, 
whereas  in  the  United  States,  it's  a  consumer  right.  In 
the  EU,  "you're  not  allowed  to  transfer  data  to  a  non- 
adequate  jurisdiction,"  which  Sotto  says  forces  you  to  ask, 
"When  you  store  data  in  the  cloud,  where  is  that  cloud?"  Cline 
suggests  taking  webinars  to  stay  updated. 

-Lauren  Brousell 
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How  Will 
CIOs  Meet 
Growing 
security 
Threats? 


A  well-defined, 
holistic  strategy 
takes  services, 
processes 
and  even  user 
behavior  into 
account 


CIO 


Custom  Solutions  Group 

EMC2 


Businesses  today  are  finding  themselves  more  vulnerable  than  ever  to  sophisti¬ 
cated  cyber  attacks.  Too  often,  IT’s  approach  to  security  focuses  on  the  last  mile,  just  before  a 
new  application  or  suite  of  services  is  set  to  release.  Meanwhile,  users  are  bringing  in  their  own 
devices  and  accessing  social  media  and  cloud  applications  from  the  corporate  network,  poten¬ 
tially  opening  the  door  to  hackers.  To  stay  one  step  ahead,  an  organization  must  operate  under 
the  assumption  that  it  has  already  been  attacked— or  even  breached. 

How  can  CIOs  keep  up  with  these  ever-growing  threats  to  the  enterprise?  Certainly  security 
must  be  integrated  across  services,  processes,  user  behavior  and  technology.  This  white  paper 
outlines  the  steps  needed  to  create  a  holistic  security  framework  for  managing  risk  in  today’s 
open,  cloud-based  IT  environment. 

The  traditional  approaches  of  patching  together  point  security  solutions  and  keeping  security 
strategies  beneath  the  covers  are  costing  companies  money  and  effort.  Some  CIOs  say  they  are 
seeing  a  tenfold  increase  in  the  intensity  and  frequency  of  attacks  on  their  networks.  And  the 
cost  is  significant:  the  average  annualized  cost  of  cybercrime  for  organizations  surveyed  by  the 
Ponemon  Institute  in  2010  was  $6.2  million. 

The  first  step  for  CIOs  in  evolving  the  security  framework  is  to  develop  a  tighter  working  rela¬ 
tionship  with  their  CSOs.  These  two  executives  need  to  come  together  to  present  a  unified  vision 
when  working  with  the  business.  But  this  does  require  some  give  and  take:  CIOs  must  consider 
security  requirements  early  in  projects,  while  CSOs  must  be  more  flexible  than  ever  before  on 
controls  for  data  and  applications  that  don’t  fall  into  top-level  security  buckets. 

Integrating  security  practices  with  the  business  comes  next.  Forward-looking  organizations 
are  including  business  stakeholders  in  ad  hoc  security  task  forces  or  risk  committees.  Executive 
risk  committees  work  best  when  they  include  cross-functional  senior  business  representatives. 
To  win  business  support,  the  CIO  and  the  CSO  need  to  demonstrate  how  security  can  improve 
productivity  when  administered  and  deployed  centrally  as  a  service  and  when  security 
measures  are  aligned  to  risk  profiles  and  user  behavior. 

Applications  and  data,  not  the  network,  should  be  the  prime  focus.  IT  can  build  controls  such 
as  data  loss  prevention,  malware  detection  and  encryption  into  mobile  applications,  rather 
than  rely  on  the  host  operating  system.  That  is,  security  follows  users  and  applications  instead 
of  attempting  to  protect  every  device  on  the  network.  This  approach  mirrors  the  distributed, 
open  nature  of  cloud  computing  and  consumer  IT. 

Such  a  holistic  security  strategy  incorporates  viewpoints  from  across  the  business  and  makes 
it  easier  for  people  to  integrate  security  into  workflows  and  processes— without  sacrificing  the 
productivity  that  new  consumer  technologies  are  delivering. 

To  read  the  entire  story,  view  video  interviews  and  see  how  you  measure  up  against  your 
peers  on  security,  please  visit  www.emc.com/cio/building-trust 


ANALYST  VIEW 

Customer  Experience  Is  Your  Job 


A  technology-empowered  customer  can  influence  your  company's  bottom  line, 
The  CIO  is  key  to  improving  their  experience,  by  kyle  mcnabb 


You  can't  miss  how  technology  alters  people’s 
engagement  with  companies.  Technology 
has  empowered  customers  to  wield  greater 
influence  over  the  brands  with  which  they 
interact.  They  expect  things  to  work  the  way 
they  want.  If  an  experience  disappoints,  they  make  their 
dissatisfaction  known.  That  can  affect  your  bottom  line. 

Many  of  your  CEOs  respond  to  this  technology  empow¬ 
erment  by  demanding  customer  experience  improve¬ 
ments.  Unfortunately,  those  demands  were  probably 
handed  to  one  person— your  call  center  VP,  or  your  chief 
marketing  officer,  but  not  you.  The  result?  The  organiza¬ 
tion  perceives  the  customer  experience  as  someone  else’s 
problem  and  little  has  changed. 

Your  customers’  experience  is  based  on  their  interac¬ 
tions  with  your  enterprise,  its  channels  and  its  business 
processes,  all  of  which  are  embodied  by  your  technology. 
Improving  the  customer  experience  requires  technology 
change,  and  that’s  why  it  is  your  problem. 

To  deliver  this  change,  your  teams  need  to  get  closer  to 
your  customers,  rethink  delivery  processes,  and  revisit 


your  development  portfolios.  Forrester  recommends  you: 

■  Embrace  customer  experience  methods  such  as  per¬ 
sona  design  and  journey  maps. 

■  Reinvest  in  design  skills.  Cultivate  creative  develop¬ 
ers  that  can  implement  and  maintain  good  design. 

■  Move  to  continuous  delivery,  using  iterative  pro¬ 
cesses  to  help  you  change  with  your  customers  while 
engaging  your  business  peers. 

■  Don’t  neglect  development  portfolios.  Complement 
them  with  business  rules,  business  process  management 
suites  and  mobile  tools  to  improve  your  responsiveness. 

It’s  simplistic  to  think  you  can  empower  your  tech- 
challenged  marketers  to  take  over  the  customer  experi¬ 
ence.  Only  when  consumer  technology  innovation  stops 
will  customer  experience  demands  cease  being  a  moving 
target.  Improving  the  customer  experience  takes  a  team, 
and  you  and  your  teams  play  a  central  role. 


Kyle  McNabb  is  a  vice  president  and  practice  leader  at  Forrester 
Research,  where  he  serves  application  development  and  deliv¬ 
ery  and  business-process  professionals. 


AMD  Leans  on 
Cloud  to  Cut 
Data  Centers 

Advanced  Micro  Devices  (AMD)  is 
cutting  costs  and  reducing  the  num¬ 
ber  of  its  data  centers  worldwide 
with  the  help  of  cloud  computing 
and  hardware  upgrades. 

By  2014,  AMD  will  have  pared  the 
number  of  its  data  centers  down  to 
three,  of  which  two  will  be  in  North 
America  and  one  in  Asia,  says  Farid 
Dana,  director  of  IT  services.  AMD 
currently  has  12  data  centers,  down 
from  18  in  mid-2009,  when  the  con¬ 
solidation  effort  began. 

The  company's  goal  is  to  cut  costs 


by  shifting  more  tasks  to  the  cloud, 
and  by  opening  data  centers  in  loca¬ 
tions  that  have  lower  power  costs 
and  lower  taxes,  Dana  says.  AMD  is 
moving  away  from  high  cost-per- 
watt  places  like  Boston  and  Califor¬ 
nia  and  instead  locating  data  centers 
in  places  like  Suwanee,  Ga. 

Dana  has  a  list  of  40  physical 
factors  to  take  into  account  when 
deciding  where  to  put  a  data  center, 
including  weather  patterns,  water 
sources,  available  electricity  and 
proximity  to  transit. 

Choices  have  to  be  made  care¬ 
fully,  because  something  as  simple 
as  a  nearby  rail  line  could  cause 
vibrations  that  harm  server  opera¬ 
tions,  he  says. 

But  while  downsizing,  Dana  wants 


to  ensure  that  engineers  still  have 
access  to  the  resources  needed  to 
design  chips,  AMD  is  trying  to  con¬ 
solidate  servers  and  improve  utiliza¬ 
tion  rates  to  reduce  expenses  such 
as  electric  bills.  The  company  is  also 
reducing  network  latency  so  engi¬ 
neers  get  quicker  access  to  servers. 

AMD  is  operating  a  private  cloud 
that  makes  key  chip-design  applica¬ 
tions  accessible  to  engineers  world¬ 
wide.  The  engineering  tasks  are 
executed  in  real  time  across  a  virtual 
grid  of  servers  that  has  120,000  CPU 
cores.  AMD  tries  to  maintain  close  to 
a  100  percent  utilization  rate,  and 
uses  virtualization  tools  that  make 
the  grid  seem  like  one  "giant  num¬ 
ber-crunching  machine,"  Dana  says. 

-Agam  Shah 
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Can  Google  Apps  Unseat  Outlook? 

Consumer  IT  can  make  cloud  tools  more  attractive,  but  a  pilot  at  New  England 
BioLabs  revealed  some  surprises  by  james  a.  martin 


In  an  IT  environment  of  Mac- 
Books,  Windows  PCs,  iPads 
and  Android  devices,  why 
would  any  enterprise  stick 
with  Microsoft  Outlook  for 
email  and  collaboration? 

That  question  prompted  a  60-day 
pilot  late  last  year  at  New  England 
BioLabs,  a  molecular  biology  com¬ 
pany.  The  goal  was  to  determine 
if  Google’s  software-as-a-service 
(SaaS)  suite  could  provide  a  single, 
unified  email  and  collaboration  plat¬ 
form  for  the  entire  company,  includ¬ 
ing  its  international  subsidiaries. 

“Many  of  us  went  into  the  process 
thinking  this  would  be  a  no-brainer,” 
says  Ken  Grady,  the  company’s  CIO. 
“We  figured  we’d  end  up  moving  to 


Google,  saving  a  bundle  of  money, 
and  everyone  would  be  happier.  Boy, 
was  I  surprised.” 

Like  many  organizations  today. 
New  England  BioLabs  has  a  growing 
army  of  mobile  users,  many  of  whom 
use  their  own  devices.  “We’ve  given 
our  staff  a  great  deal  of  freedom, 
especially  the  scientific  researchers,” 
Grady  says.  Some  50  percent  of  the 
company  works  on  Mac  or  Linux 
computers,  the  rest  on  Windows. 

The  company  has  been  an  Out¬ 
look  and  Exchange  shop  for  years— it 
now  manages  about  500  mailboxes. 
But  given  the  shifting  dynamics  of 
BioLabs’  user  base  and  the  need  to 
collaborate  with  people  outside  the 


company,  Google  Apps  for  Business 
began  to  sound  like  a  good  collabora¬ 
tion  platform. 

Some  analysts  agree  that  SaaS 
systems  like  Google’s  are  gaining 
traction.  Outsourcing  the  hosting 
and  management  of  a  utility  service 
like  email  makes  sense,  according 
to  Melissa  Webster,  a  program  vice 
president  at  research  firm  IDC,  a  sis¬ 
ter  company  to  CIO’ s  publisher. 

“The  need  to  support  a  geographi¬ 
cally  distributed  workforce  makes  a 
cloud  solution  attractive,”  Webster 
says.  “Hosted  solutions  are  usu¬ 
ally  accompanied  by  a  subscription 
licensing  model,  which  is  very  attrac¬ 
tive  when  budgets  are  constrained.” 

But  cloud  collaboration  tools 


aren’t  for  everyone,  Webster  says. 
Enterprises  usually  already  have  an 
email  and  collaboration  platform  in 
place,  which  can  make  transitioning 
to  a  cloud-based  system  a  change- 
management  challenge. 

That’s  exactly  what  happened  at 
New  England  BioLabs.  Along  with 
email,  the  IT  team  wanted  to  add 
collaboration  tools  such  as  chat  or 
instant  messaging,  video  and  Web 
conferencing,  and  presence  tools. 

The  test  involved  24  employees 
who  had  used  Gmail  as  their  per¬ 
sonal  email  account.  Fewer  than  half 
were  from  IT.  The  rest  were  spread 
across  the  company. 

“We  knew  if  we  went  with  Google, 


it  would  be  a  big  change.  We  wanted 
people  for  the  test  who  were  likely  to 
be  change  champions,”  says  Grady. 

The  testers  proved  to  be  the 
opposite,  says  Grady.  “[We]  quickly 
figured  out  we  really,  really  like  Out¬ 
look— even  when  we  think  we  don’t. 
We  know  how  to  make  it  work.” 

Of  all  the  apps  tested,  Google 
Docs  received  the  most  positive 
response  from  testers  because  of  its 
self-service  setup  and  ease  of  use  for 
collaboration,  Grady  says.  But  Bio¬ 
Labs  users  also  wanted  to  work  on 
documents  offline,  a  capability  the 
app  doesn’t  offer. 

Gmail  presented  another  obsta¬ 
cle.  Most  users  have  years  of  archived 
email  in  Outlook,  which  is  organized 
using  Outlook’s  folder  structure, 
Grady  says.  In  lieu  of  folders,  Gmail 
organizes  messages  by  label  and  uses 
Google  search  technology  to  help  you 
find  older  emails. 

“The  idea  of  just  using  search  as 
an  organizational  tool  sounds  good 
in  theory,  but  the  mental  leap  of 
getting  used  to  the  differences  was 
higher  than  we  expected,”  Grady 
says.  “And  that  raised  a  question: 
How  much  value  do  users  get  from 
teaching  themselves  how  to  use 
email  all  over  again?” 

In  the  end,  90  percent  of  testers 
said  no  to  switching  to  Google.  The 
10  percent  who  voted  yes  were  all  in 
IT.  New  England  BioLabs  decided  to 
stick  with  its  existing  Outlook  and 
Exchange  Server  and  plans  to  tran¬ 
sition  to  a  hybrid  solution  that  adds 
the  cloud-based  Microsoft  Office  365 
for  remote  and  international  users. 


James  A.  Martin  is  freelance  writer  based 
in  California, 


Many  of  us  went  into  the  process 
thinking  this  would  be  a  no-brainer. 
Boy,  was  I  surprised," 

-Ken  Grady,  CIO,  New  England  BioLabs 
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It  seemed  so  straightforward.  The  marketers  at 

Genworth  Financial  Wealth  Management  wanted 
to  launch  a  new  project  and  hired  an  outside 
consultant  to  help.  Three  months  into  the  con¬ 
tract,  the  consultant  requested  some  data  about 
Genworth’s  project  plans.  But  when  Genworth’s 
marketers  twice  tried  to  upload  the  data,  noth¬ 
ing  happened.  So  they  called  the  company’s  tech 
support  for  help— the  first  time  they’d  alerted  IT  to  what  they’d  considered  a  pure  marketing  project. 

It  turned  out  the  consultancy  was  trying  to  use  a  cloud-based  tool  for  collaboration.  And  Gen¬ 
worth’s  security  controls  automatically  blocked  any  such  upload  to  the  public  cloud.  The  failed 
transfers  merely  meant  that  the  block  was  working  correctly. 

“It  was  the  kind  of  thing  that  could  have  led  to  a  screaming  match  between  the  CIO  and  the  CMO,” 
says  John  Murray,  CIO  of  Genworth  Financial  Wealth  Management,  a  unit  of  the  Fortune  500  parent 
company  Genworth  Financial. 

Except  for  one  thing:  This  CIO-CMO  pair  have  an  unusually  strong  and  trusting  relationship. 

“I  have  empathy  for  what  drives  her  business,”  Murray  says  of  Myra  Rothfeld,  the  unit’s  CMO. 
“And  she  has  empathy  that  if  we  get  hacked,  no  one  is  going  to  call  the  CMO.” 

That  empathy  came  into  play  when  Murray  found  out  about  the  attempted  upload.  “How  could 
they  know  that  the  brand-name  vendor  they  chose  was  going  to  use  a  cloud-based  project  manage¬ 
ment  system?”  he  asks.  “It  wasn’t  their  fault.” 

So  when  his  staff  told  him  about  the  situation  and  added  that  they  planned  to  deny  the  request 
for  the  upload,  Murray  insisted  that  they  respond  with  more  than  a  simple  “no.”  Instead,  he  and  his 
IT  staff  looked  for  alternative  ways  to  help  marketing  achieve  its  business  goal.  “Do  we  allow  them 
to  VPN  into  our  environment?  Do  we  set  up  a  SharePoint  connection  for  them?” 

Perhaps  as  important  as  finding  an  alternate  solution  was  the  style  of  communication,  he  says.  “We 


CIOs  and  CMOsmust 
overcome  their 
differences  and  learn 
to  collaborate, 

Here  are  6  tips  for 
forging  a  partnership 
with  marketing. 

BY  MIN  DA  ZETLIN 
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At  Digi-Key,  CMO  Tony  Harris  (left) 
and  CIO  John  Collins  tell  staffers  that 
they're  jointlyresponsible  for  the  suc¬ 
cess  of  the  consumer  experience. 
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didn’t  say:  ‘You  can  never  do  this,  so 
just  go  away.’  They  have  schedules  and 
deliverables,  and  if  you  throw  a  mon¬ 
key  wrench  into  their  gears  and  force 
them  to  stop  and  negotiate  with  IT  for 
a  week,  they  aren’t  going  to  like  that.  It 
helps  if  you  go  into  the  conversation 
knowing  that,  and  say  something  like, 

‘I’m  very  sorry  to  do  this  to  you,  but  you 
can’t  do  this.  Here’s  how  we  can  work 
together  to  try  to  solve  this.  And  by  the 
way,  when  you’re  picking  vendors  in 
the  future,  we  can  get  involved  early 
in  the  process  to  make  sure  you  don’t 
have  this  problem  again.’” 

Thanks  to  this  approach,  the  inci¬ 
dent  only  served  to  strengthen  the 
partnership  between  marketing  and 
IT  at  Genworth  Financial  Wealth 
Management.  And  indeed,  IT  is  now 
invited  to  assess  vendors  before  mar¬ 
keting  commits  to  them.  “Sometimes 
it’s  a  deep  assessment,  sometimes  it’s 
very  quick  because  the  project  won’t 
touch  our  technology,”  Rothfeld  says. 

“But  I  do  think  it’s  critical,  even  though 
it’s  an  added  step.  Because  I  don’t  think 
it’s  possible  for  anyone  on  the  business 
side  to  understand  what  technology  a 
new  project  will  affect.” 

Natural  Conflict 

Given  their  respective  roles,  it’s  easy 
to  see  why  CIOs  and  CMOs  come  into 
conflict.  “Ifyou  think  about  a  CIO’s  job 
holistically,  they  have  some  things  on 
their  plate  that  are  not  on  the  CMO’s 
plate,  and  the  CMO  has  some  things 
not  on  the  CIO’s  plate,”  Murray  says. 

“I  have  to  worry  about  risk  manage¬ 
ment.  For  some  CIOs,  any  year  in 
which  nothing  happens  is  a  win,  so  any 
change  brings  risk.  Meantime,  CMOs 
are  in  a  perpetual  state  of  dating,  try¬ 
ing  constantly  to  keep  the  customer 
interested.” 

The  result  is  that  each  has  a  com¬ 
pletely  different  attitude  toward  risk. 

From  a  purely  IT  perspective,  risk  is 
best  avoided  whenever  possible,  but 
that  kind  of  thinking  can  hobble  a  com¬ 
pany.  “You  have  to  understand  that  having  a  growing  business 
means  it’s  going  to  undergo  some  amount  of  dynamic  change,” 
Murray  says. 

Part  of  the  problem  is  that  traditional  IT  compensation 
schemes  reward  risk-averse  behavior,  such  as  meeting  mini¬ 
mum  uptime  metrics,  says  Frank  Cutitta,  CEO  of  the  Center  for 


Global  Branding  and  a  research  associate 
for  the  CSC  Leading  Edge  Forum,  an  IT 
think  tank.  There  is  no  incentive  to  try 
something  new. 

The  result:  “Marketing  sees  IT  as  the 
land  of  slow  and  no.  And  IT  sees  market¬ 
ing  as  unguided  missiles,”  says  Cutitta. 
He  spent  six  months  interviewing  CIOs 
and  CMOs  about  their  relationships  in  a 
project  commissioned  by  the  forum. 

A  second  issue  is  that  marketing  and 
IT  have  completely  different  concepts  of 
time.  Most  IT  departments  say  they  use 
agile  development  methodologies,  and 
both  functions  agree  on  the  need  for 
speed  to  market.  They  just  don’t  agree 
on  how  fast  that  is. 

“IT  would  be  doing  things  in  a  way 
that  seemed  very  agile  to  them,”  Cutitta 
says.  “But  marketing  didn’t  feel  that  IT 
was  agile  at  all,  as  they  defined  it.  It  was 
lethargic,  from  their  point  of  view.” 

Most  of  the  CIOs  and  CMOs  Cutitta 
interviewed  think  relations  between 
CIOs  and  CMOs  are  not  getting  any  bet¬ 
ter.  “Our  initial  findings  are  that  about 
40  percent  of  the  CIOs  and  CMOs  we 
interviewed  feel  there  is  a  marked 
improvement  in  the  relationship,” 
Cutitta  says.  “About  40  percent  say  it’s 
the  same,  and  about  20  percent  say  it  has 
deteriorated  as  marketing  set  up  shadow 
IT  organizations.” 

And,  he  says,  in  companies  where 
relations  were  seen  as  improving,  it  was 
often  due  to  a  big  change  at  the  top  of  the 
organization.  “Improvement  occurred 
with  the  appointment  of  C-level  man¬ 
agement  that  wanted  to  install  a  culture 
of  technology  in  the  enterprise,”  he  says. 

Even  without  a  change  at  the  top, 
though,  there  are  several  things  that 
smart  CIOs  and  CMOs  can  do  to  bring 
their  departments  into  harmony.  Here’s 
a  look  at  some  of  them: 

Rally  'Round 
the  Customer 

One  way  IT  and  marketing  can 
quickly  get  on  the  same  page  is  if  both 
focus  their  attention  on  customers. 
“Realize  that  the  CIO  and  his  or  her  team  is  an  extension  of  the 
marketing  team,  and  they’re  enabling  marketing  to  better  serve 
customers,”  says  Glen  Hartman,  global  managing  director  of  digi¬ 
tal  consulting  at  Accenture.  “Taking  customers  from  awareness  to 
conversion  to  sales  to  loyalty —which  marketing  typically  focuses 
on— needs  to  be  just  as  important  to  the  CIO  as  it  is  to  the  CMO.” 


Why  Marketing 

Goes  logue 

Hint:  They  want  it 
done  fast,  and  vendors 
are  knocking  on  their 
door.  Help  them  resist 
the  temptations. 

Rogue  or  shadow  IT- when  business 
departments  make  their  own  arrangements 
with  externa!  vendors  without  consulting 
IT— is  the  bane  of  many  CIOs.  But  from  a 
marketing  department's  perspective,  it's 
easy  to  understand  the  appeal, 

"As  marketers,  we’re  used  to  asking: 

How  can  I  get  this  done  fast,  and  how  can 
I  spend  less?"  says  Myra  Rothfeld,  CMO  at 
Genworth  Financial  Wealth  Management, 

"If  you're  working  with  your  own  large  and 
complex  IT  organization,  it  doesn't  feel  fast 
or  cheap,'' 

To  make  matters  worse,  many  technol¬ 
ogy  vendors  have  discovered  the  market¬ 
ing  automation  market,  Rothfeld  says,  "I 
think  it's  particularly  easy  to  do  these  days 
because  there  are  so  many  IT  vendors,  con¬ 
sultants  and  specialists  who  find  that  mar¬ 
ket  very  desirable,"  In  fact  she  says,  "You 
have  to  really  decide  not  to  do  shadow  IT." 

It's  a  decision  worth  making,  "As  market¬ 
ers,  our  objective  is  to  build  better,  faster 
client  experiences,"  Rothfeld  says,  "I  person¬ 
ally  have  found  that  the  best  way  to  do  that 
is  within  the  structure  of  the  leadership 
team,  and  with  marketing  staff  who  have  a 
deep  understanding  of  technology." 

In  the  end,  resisting  the  temptation  to 
go  rogue  should  pay  off  for  marketing  and 
the  company  as  a  whole,  "It's  really  about 
competitive  advantage,"  says  Glen  Hart¬ 
man,  global  managing  director  of  digital 
consulting  at  Accenture,  "Rogue  IT  systems 
are  usually  siloed,  Whichever  companies 
can  do  the  hard  work  of  getting  the  CIO  and 
CMO  connected  will  be  able  to  outpace  their 
competitors."  -M.Z. 
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At  Genworth  Financial  Wealth 


For  many  IT  departments,  this  means  rethinking  who  their 
customers  are.  “When  tech  people  say  ‘customer,’  they  often  mean 
internal  customers,  and  therein  lies  the  problem,”  Cutitta  says. 

But  in  some  companies,  IT  is  already  learning  to  focus  on  the 
customer,  while  marketing  is  becoming  increasingly  steeped  in 
technology.  With  the  growing  focus  on  digital  marketing,  and 
more  recently  on  data  analysis,  marketing  today  requires  solid 
technical  and  analytic  skills.  As  a  result,  an  increasing  number 
of  IT  employees  are  finding  that  their  career  paths  lead  them 
into  marketing  departments. 

“There’s  a  domain  convergence  going  on  between  marketing 
and  technology,”  Murray  notes.  “It’s  not  that  uncommon  these 
days  to  see  someone  who’s  a  senior  product  person  and  has  a 
computer  science  degree.  Twenty  years  ago,  that  would  have 
been  unusual.” 

Take  Joint  Responsibility 

Having  a  CIO  and  CMO  able  to  work  well  together  is 
essential  for  Digi-Key,  which  sells  a  wide  array  of  elec¬ 
tronic  components.  Very  wide:  the  company  offers  more  than 
2.15  million  different  items.  It  used  to  sell  them  via  a  catalog 
that  was  more  than  2,300  pages  thick,  but  a  few  years  back  it 
wisely  chose  to  move  to  an  e-commerce  model  instead.  Today, 
the  company  has  81  websites  in  10  languages,  “and  growing,” 
according  to  CMO  Tony  Harris. 

Harris,  who  arrived  at  the  company  about  five  and  a  half 


years  ago,  knew  he  needed  a  solid  technological  partner —what 
he  calls  “a  corporate  soul  mate”— to  make  this  transition.  He 
helped  recruit  John  Collins  to  be  the  company’s  CIO. 

Collins  and  Harris  not  only  talk  several  times  a  day  but  are 
so  completely  on  the  same  page  that  they  literally  finish  each 
other’s  sentences.  “You  can’t  have  a  single  perspective  on  how 
to  develop  and  deploy  e-commerce  websites,”  Harris  says.  “One 
thing  that  can  happen  in  some  companies  is  that  you  design 
it  based  on  IT’s  concept,  they  build  it,  and  it  doesn’t  look  any¬ 
thing  like  what  we  wanted.  But  IT  says  if  they  did  it  our  way  it 
wouldn’t  be  compliant  and  the  functionality  wouldn’t  work...” 

“...and  the  battle  rages  from  there,”  Collins  says.  “Instead, 
we  ask  ourselves:  What’s  the  ultimate  result  we  want  for  our 
customers?” 

“We  work  hard  to  beat  customers’  expectations  and  have  a 
consistent  user  experience,”  Harris  continues.  “I  have  customer 
interface  studies,  and  guess  who  is  part  of  those  studies?  IT. 
Even  if  we’re  just  looking  at  it  from  the  customer’s  side,  IT  is 
in  the  room.” 

And  in  the  trenches.  “We  do  have  cross-functional  teams,” 
Collins  says.  “But  Tony  and  I  also  sat  down  with  all  the  team 
members  from  marketing  and  IT  and  said,  ‘Here’s  where  we 
want  to  go  and  we’re  going  to  hold  all  of  you  jointly  responsible 
and  accountable  for  the  products  that  are  delivered.’  Everybody 
has  skin  in  the  game.” 

Harris  says  it’s  more  than  just  collaboration.  “We  take  a  dif- 
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ferent  spin:  It’s  ownership,  at  every  level.  There’s  no  way  to 
cut  and  run.  Everyone  has  fingerprints  on  it,  and  everyone’s 
responsible.”  (To  figure  out  whether  your  collaboration  is  work¬ 
ing  well,  see  “How  to  Tell  if  You’ve  Got  a  Good  Relationship 
With  Marketing,"  www.cio.com/article/706773.) 


OJ  Share  Your  Team  Members 

Cross-functional  work  teams,  rotating  team  mem- 
bers  through  positions  in  the  marketing  department, 
and  embedding  them  in  marketing  are  all  effective  ways  to 
strengthen  the  marketing-IT  partnership.  But  so  is  simply 
attending  each  other’s  meetings. 

“What  happens  is  people  tend  to  say  things  about  another 
department— until  that  department  is  in  the  room,”  says  David 
Cooperstein,  a  Forrester  Research  analyst.  “So  that  mere  act  of 
having  someone  in  the  meeting  already  tempered  a  lot  of  bad 
behavior  and  misconceptions  about  what  each  department  does.” 

It  can  also  help  to  dedicate  one  or  more  IT  team  members  to 
meeting  the  marketing  department’s  needs.  “One  thing  we’ve 
seen  as  a  best  practice  is  handing  over  staff  to  the  marketing 
team,  whose  responsibility  is  to  deliver  marketing  projects,” 
Cooperstein  says.  That  should  be  their  only  responsibility,  he 
adds,  so  that  when  marketing  needs  them  they  won’t  be  focused 
on  getting  SAP  running  or  making  sure  the  phones  are  working. 
“It  has  to  be  someone  who  is  fast  and  agile  and  willing  to  make 
changes  on  the  fly.” 

And  some  truly  forward-thinking  companies  are  creating 
independent  groups  where  team  members  from  IT  and  mar¬ 
keting  can  work  together  on  specific  projects.  These  teams  go 
by  different  names,  such  as  collaborative  innovation  centers, 
Cutitta  says.  Such  innovation  centers  can  dramatically  improve 
the  IT-marketing  partnership  by  removing  the  pressures 
and  distractions  of  the  employees’  usual  workday.  “They’re 
designed  to  break  the  IT-marketing  collaboration  all  the  way 
out  of  office  politics,”  he  says. 


4  Help  Each  Other  With  Hiring 

At  Genworth  Financial  Wealth  Management,  part  of 
building  a  tight  partnership  between  the  people  in  IT 
and  the  people  in  marketing  is  giving  each  group  a  vote  about 
who  those  people  are.  “There  has  to  be  mutual  respect,  starting 
from  the  top,”  CIO  Murray  says.  “It’s  explicit  and  intentional 
and  not  accidental.  When  I  interview  senior  people,  they  all 
interview  with  marketing  before  we  hire  them.  And  when  they 
hire  a  product  person,  he  or  she  interviews  with  my  team.  We 
can  say  something  like,  ‘This  person  isn’t  technically  savvy 
enough,’  or,  ‘Our  stipulation  for  buy-in  is  that  you  make  him 
or  her  understand  how  we  work.’” 

This  ensures  that  IT  and  marketing  have  shared  responsi¬ 
bility  for  personnel  decisions.  “You  can’t  go  to  the  marketing 
department  and  say,  ‘I  hate  that  product  manager,’  because  you 
were  involved  in  getting  that  person  hired,”  Murray  says. 


5  Find  Ways  to  Give  Up  Control 

This  recommendation  may  seem  counterintuitive.  After 
all,  one  of  IT’s  biggest  motivators  for  working  more 
closely  with  marketing  is  the  desire  to  reduce  or  eliminate  rogue 


“That’s  a  lot  of 
the  key  to  our 
success.  We 
never  have 
turf  issues 

-John  Collins,  CIO,  Digi-Key 


IT,  in  which  marketing 
departments  simply  pur¬ 
chase  outside  services— 
often  cloud-based— rather 
than  waiting  for  IT  staff 
to  meet  their  needs.  (See 
“Why  Marketing  Goes 
Rogue,”  Page  30.) 

But  one  of  the  most 
effective  ways  to  retain 
overall  control  of  your 
company’s  technology 
is  to  give  up  that  control 

whenever  you  don’t  need  it.  At  Digi-Key,  Harris  needed  a  way 
to  rapidly  add  new  content  and  new  products  to  the  compa¬ 
ny’s  many  websites.  So  Collins  took  an  unorthodox  approach: 
He  divided  Digi-Key’s  websites  into  two  completely  separate 
entities.  One  is  the  product  marketing  pages;  the  other  is  the 
transactional  pages  where  a  product  is  searched  for  and  priced, 
payment  and  shipping  info  is  entered  and  purchases  are  made. 

Then  his  IT  team  created  a  robust  content-management 
system  and  gave  complete  control  over  the  product  marketing 
pages  to  Harris  and  his  marketing  team. 

“Maybe  a  lot  of  CIOs  wouldn’t  want  to  give  up  that  control,” 
Collins  says.  “That’s  a  lot  of  the  key  to  our  success.  We  never 
have  turf  issues.” 

There  are  no  governance,  compliance  or  regulatory  prob¬ 
lems,  he  adds,  because  of  the  complete  separation  between  the 
product  sites  and  the  transactional  sites.  “There  is  no  private 
information  on  those  sites,  and  the  transactional  sites  are 
under  IT  control.  They’re  highly  secured  and  [payment-card 
industry] -compliant.  And  no  one  from  marketing  has  a  need 
to  be  in  that  environment.” 


Celebrate  Together 

“When  you  are  enabling  marketers  through  data  and 
jr  technology,  it’s  a  good  idea  to  have  the  CIO  and  the  CMO 
take  credit  together  for  certain  kinds  of  wins,”  Accenture’s  Hart¬ 
man  says.  “It  doesn’t  have  to  be  just  an  effective  marketing  cam¬ 
paign.  It  can  be  a  cost  [reduction].  Maybe  the  company  has  15 
different  brands  running  15  different  products  with  different 
security  issues.  Consolidating  all  that  would  be  a  big  win.” 

Such  celebrations  are  an  important  feature  of  working  in 
marketing  or  IT  at  Digi-Key.  “Our  mantra  is:  ‘Do  great  work,  do 
brave  work,  and  have  fun!  ’”  Harris  says.  Digi-Key  is  the  market 
leader  in  many  product  areas,  he  adds,  and  the  only  way  to 
maintain  that  position  is  to  take  risks. 

“To  do  great  work,  you’ve  got  to  be  brave,”  he  says.  “We  cel¬ 
ebrate  our  wins— proud  of  them,  too.  Any  major  project  that 
comes  through,  you  better  believe  the  IT  and  marketing  teams 
are  sitting  somewhere  not  far  from  the  office  having  dinner  and 
cake  and  ice  cream.  We  celebrate  every  single  win  together.” 

That  kind  of  bonding  is  all-important,  Murray  says.  “Then 
you  have  enough  in  the  karma  bank  to  get  you  through  the 
tough  times.”  rara 


Minda  Zetlin  is  a  business  technology  writer  based  in  New  York, 
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Right  of  Whale 


There  are  fewer  than  550  North  Atlantic  right  whales  left  on  earth,  and  being  hit  by  a  ship  is  their  number 
one  cause  of  death.  To  protect  the  remaining  animals,  the  National  Oceanic  and  Atmospheric  Administration 
(NOAA)  developed  Whale  Alert,  a  free  app  designed  to  be  used  in  the  Stellwagen  Bank  National  Marine 
Sanctuary.  Available  on  iPads  and  iPhones,  the  app  relays  real-time  information  from  acoustic  buoys  and 
other  sources  that  pick  up  the  whales’  sounds  and  report  their  locations  via  satellite.  It  includes  a  map 
that  lights  up  with  bright  yellow  icons  when  a  whale  was  heard  nearby  in  the  last  24  hours,  and  mariners 
navigating  shipping  lanes  can  use  it  to  get  suggested  travel  speeds  and  find  what  areas  to  avoid.  David  Wiley, 
research  coordinator  and  scientist  at  NOAA,  says  he’d  like  to  add  more  details  and  eventually  develop  similar 
apps  for  other  endangered  animals.  “We’re  hoping  to  make  it  more  important  for  mariners,  and  that  when 
people  see  [its]  popularity,  more  conservation  apps  will  be  produced.”  -Lauren  Brousell 
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An  idea  is  born. 


Ideas  come  to  life 
in  the  AT&T  network. 


In  here,  the  right  minds  from  inside  and 
outside  the  company  can  come  together  in 
the  cloud  to  work  out  a  new  car-seat  design. 


Global  production  partners  can  meet 
face-to-face  on  video  apps  to  figure  out 
where,  when  and  how  to  bring  it  all  together. 


Download  the 
©201 2  AT&T  Intel! 


Social  media  gives  moms  and  dads 
a  chance  to  weigh  in.  And  what 
started  as  a  new  idea  becomes 
the  new  must-have. 


In  here,  innovation  turns  into 
new  business.  To  learn  more, 
visit  att.com/business 
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When  organizations  get  to  the  point  where  their  volume,  velocity 
and  variety  of  data  exceed  storage  or  computing  capacity,  there 
are  some  big  challenges  -  but  even  bigger  opportunities  to  achieve 
unprecedented  business  value.  So,  where  do  they  turn  when  looking 
for  optimal  ways  to  gain  insights  from  these  larger  data  sets  in  shorter 
reporting  windows?  They  turn  to  SAS. 

Speed  to  insight 

From  banking  and  retail  to  health  core  and  insurance,  SAS  is 
helping  industries  gain  insights  that  once  took  weeks  and  days 
-  in  just  hours,  minutes  and  seconds.  It's  all  about  getting  to 
the  relevant  data  quicker,  revealing  previously  unseen  patterns, 
sentiments  and  relationships,  delivering  that  information  into  a 
real-time  architecture  and  speeding  the  time  to  insights. 

High-performance  analytics  from  SAS 

Combining  industry-leading  analytics  software  with  high-performance 
computing  technologies  produces  fast  answers  to  previously 
unsolvable  problems  -  and  enables  our  customers  to  gain 
competitive  advantage.  SAS  Grid  Computing  creates  a  centrally 
managed,  shared  environment  for  processing  large  jobs  and 
a  growing  number  of  users  efficiently.  SAS  In-Database  builds 
analytic  logic  into  the  database  itself  for  improved  agility  and 
governance.  And  SAS  In-Memory  Analytics  eliminates  the  need 
for  disk-based  processing,  allowing  for  much  quicker  response 
times.  Together,  the  components  of  this  integrated,  supercharged 
platform  are  changing  the  decision  making  landscape  -  and 
resetting  how  the  world  solves  business  problems.  Find  out  more 
about  how  SAS  can  help  you  realize  the  business  value  achieved 
from  capitalizing  on  complexity. 

■  SgS;  •  .•  v  Each  SAS  customer's  experience  is  unique.  Actual  results  ray  depending  on  the  customer's  individual  conditions.  SAS  does  not  guarantee  results,  and  nothing  herein  should 

:  v-Y ;  -  hq  construed  as  Constituting  an  additional  warranty.  SAS  and  all  other  SAS  Institute  Irtc,  product  or  service  names  are  registered  trademaite  ortradeBiateaf  SAS  Institute  Inc, 
in  tile  USA  and  other  countries  ©2012  SAS  Institute  Inc  All  right  i  1  I  i,i_ 


A  leading  bank  reduced  loan 
default  calculation  times  from 
96  hours  to  just  4. 


A  major  retailer  reduced 
the  time  it  takes  to  optimize 
store-specific  pricing  each 
week  from  30  hours  to  2. 


